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ABSTRACT
This research work deals with brand positioning on the performance of table water in Ilorin. The research aims at solving some of the questions that arises in the brand name and brand positioning on organizational performance. The research adopted exploratory research design. The population of the research study comprises of 200 selected distributor, consumer and staff of Heritage table water. Convenience sampling technique was used in selecting the sample of customers. The study adopted both primary and secondary whilst sourcing for data and adopted personal interview, observation and questionnaire for data collection. The method of data used in the project was primary which include questionnaire and chi – square correlation analysis that was prepared for the testing of the hypothesis. During the period of finding, the researcher was able to examine and ascertain that branding enhances the effectiveness and efficient running the organization and brand name has influence on the choice of consumer in buying a product, especially table water in Ilorin, therefore it was to realized that for any sector to develop and effectively running, it must be competitive and marketing oriented, so that the branding and marketing of table water. Lastly the recommendation shows that branding influences the choice of a product in the market. For consumer to identify the product of their choice. This project contain five chapters, chapter one presented background of the study, statement of problem, aims and objective of the study, significance of the study, scope of the study and limitation and constraint to the study. Chapter two also explained the text book and author of the research been used in this project work. The concept of marketing, marketing strategy, branding and brand, branding policy methods of treating water and hypothesis formulation. Chapter three provided how research design population sample and sample size, sources of data, method of data collection and method of data presentation and analysis been gathered. Chapter four talk about the data presentation, date analysis, hypothesis and discussion of finding. Finally, chapter five analysis the summary of report, conclusion and recommendation given to the company.
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CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
That the concept of positioning is recognized as one of the important components of advertising and modern marketing theory and practice (Alden, Steenkamp, and Batra, 1999; Hooley and Greenley, 2005; Prince, 1990; Ries and Trout, 1986; Rossiter and Percy, 1997) cannot be overemphasized. This is more so because advertising and positioning are inextricably geared toward creating value for any firm and its offerings, in that they enhance firm performance and reduce systematic risk (see McAlister, Srinivasan, and Kim, 2007). How a firm chooses to position itself and/or its offerings is central to the creation of marketing strategy and dictates the implementation of advertising and marketing communications practices in the short, medium, and long term (Hooley, Greenley, Fahy, and Cadogan, 2001; Porter, 1996; Ries and Trout, 1986 Trout, 1996). The prevailing stance of several academics and practitioners (see Aaker and Shansby, 1982; Ries and Trout, 1986; Rossiter and Percy, 1997; Trout, 1996) is that contemporary advertisements and promotions have, as their explicit objective, the establishment, reinforcement, or modification of the positioning of an offering in the consumer's mind. Moreover, because one of the objectives of offerings' long-term competitive advantages stem from positioning activities (Hooley and Greenley, 2005; Porter, 1996), then, other things being equal, the basis of evaluating the effectiveness of offerings' positions in the marketplace and justification for advertising budget/spend ought to be the examination of whether the desired positioning strategies being pursued actually impact firm performance. The employment of positioning strategies that leads to creating a position in the marketplace is undertaken over time through deployment of marketing practices including advertising, public relations, promotion, sales inducing efforts, publicity, etc., brand management, firm image and reputation, product development, and cost controls (Burton and Easingwood, 2006; Hooley, MoUer, and Broderick, 1998; Porter, 1996) and putting in place pertinent market orientation processes (Kirca, Jayachandran, and Bearden, 2005). Positioning is conceptualized as a complex multidimensional construct that attempts to positively adjust the tangible characteristics of the offering and the intangible perceptions of the offering in the marketplace (Blankson, 1999; Hooley, MoUer, and Broderick, 1998).
An important step in the creation of brand value is the shaping of consumers’/customers’ perceptions, which is enabled by the firm’s employment of positioning strategies (Porter, 2001). Webster (1991) states that positioning is an important strategic concept developed in consumer marketing but equally applicable for industrial products and services. The author also argues that the firm’s value proposition is the firm’s unique way of delivering value to customers. The employment of positioning strategies thus paves the way for preference for a firm’s brands over competitors’ brands. Positioning strategy, therefore, is the antecedent to brand management and is subsequently the foundation of a brand’s position in the marketplace (de Chernatony, 2009). In other words, the result of successful positioning is a distinctive brand image or mental picture of the brand in consumers’ minds (Wells and Prensky, 1996). Therein lies the synergy between branding and the concept of positioning. While marketing scholars understand that positioning strategy and brand management individually lead to enhanced firm performance (Hooley, Piercy and Nicoulaud, 2012), the two seemingly independent concepts (i.e., positioning and branding) have a closer relationship than many scholars acknowledge (Fuchs and Diamantopoulos, 2010). Unfortunately, comprehensive reviews of these concepts have been overlooked by marketing scholars. This gap in the literature has inspired this chapter. To this end, one infers that well-positioned firms with well-managed brands that are resolute and congruent with consumers’/customers’ perceptions will outperform competitors’ brands that lack clear positioning strategies and brand management skills (de Chernatony, 2009).
As we move through the present economic conditions, the socio economic setting is different from what is used to be in the past today, many industries have to contend periodically with shortages and others face interactive competition people values are changing. An attempt to know the most satisfying product right channels to be adopted, types of pricing tactics to adopt and the promotional strategy to apply.
	Marketing is something that we do well, we all live by selling something, workers exchange their labour for income and use their income to buy wanted goods, companies use their products and use the receipt to buy raw materials and equipment move goods making a profit all know is a crucial human investing. It embraces the activities we engage into satisfy economic want. This marketing was born, marketing means working in markets which in means attempting to satisfying human activity directed at satisfying needs and want through exchanges process, it consists of finding out what product and services people already need and want and proceeding to design, promote and distribution them.
	Marketing determines the growth and expenses of any businesses organization, the market therefore is a researcher, investor, a psychologist, sociologist, economist communicator and a lawyer all rolled in the one, the professional marketer is involved in finding consumer needs and desires, developing product concepts aimed at satisfying fulfilled needs and desire, testing the validity of those product concepts, designing product features, packaging and finding a suitable brand name, pricing the product to recover a reasonable from an investment arranging for regional, nation and international distribution creating effecting marketing communization to let public know about the product’s availability commercial scene, and dating scale, monitoring customer satisfaction and rendering marketing plans in the light of results. Good marketing defined a purpose for every organization, and statement of purpose should be specifies as to the business domain in which the organization will operate e.g. we help farmers to increase their productively. In its development of a definition for business domain, the company may want to specify up to from concession needs customer growth product and technology.
	The energy of pure water has made it imperative to effectively market such product many years back there nothing of such and since there are a lot of them in the market now, the opportunities which they found and tend to exploit soon become a threat. This is so because many people went out to exploit negatively the opportunities there is without adequate consideration for a health and proper hygiene water packaging. 	Marketing is a total system of business activities designed to plan, price, promote and distributed want – satisfying goods and services to present and potential consumer whole maximizing sales profitably over the long run.

1.2	Statement of the Problem 
Companies all over the world whether the service or manufacturing firms, recognize the essential role branding plays in the course of business. In the present day marketing practice, branding has become an active weapon marketers use to strengthen their competitive advantage and thus improve the accomplishment of their prearranged objectives.
Branding is an important aspect in any organization. This is because without a proper branding of a company’s finished products, it will be difficult for the firm to run its operation efficiently for profit. As consumer become more sophisticated, manufacturers place more emphasis upon promoting their brands directly to consumers (rather than to distributors) spending considerable sums on advertising the high quality of their products thus profitability.
Furthermore branding has been a major issue especially in developing countries. As a result in order to explain the relationship between branding and profitability in developed countries. However, despite the above importance this issue failed to attract the attention of researchers in Nigeria. Thus, while searching on internet, browsing through the books and journals the researcher did not find directly related research topics carried out in Nigeria.
Therefore the researchers believed that the problem is almost untouched and there is a knowledge gap on the area. It is against this background that the research seeks to investigate whether branding adds to the profitability of manufacturing company.



1.3	Research Question
1.	To what extent does brand name influence the choice of consumers?
2.	To what extent does brand positioning influence the organizational performance?

1.4	Research Objective
	This research study focuses on the impact of brand positioning on the sales performance of table water in Ilorin. The study will give a comprehensive survey on various strategic marketing decisions at the disposal of any marketing executives engaging in the branding and marketing in the production of table water in many part of the country, most especially Ilorin. The specific objectives of this study include the following:
1. To examine the extent at which brand name influence consumers’ choice of Heritage Table Water.
2. To determine how brand positioning influence the organizational performance of Heritage Table Water.

1.5	Research Hypotheses
H0:	there is no significant relationship that brand name influence consumers’ choice.
H0:	there is no significant evidence that brand positioning influence organizational performance.

1.6	Significance of Study
The findings of the study will be immensely benefiting the following:
1.	The Firm
The company itself will find this work very useful since it will enable them to guide against their effective use of entrepreneurial marketing rather than traditional marketing in allocating the available resources.
These are all significant to the case study chosen the industry into which the case study belongs.
a. It will help them to decide on what strategy to use in order to stimulate sales.
b. It will also help the industry in correction of their product deficiency.
c. It will also assist them to create an avenue for them to introduce their new product, and creating awareness of their product efficiently.

2.	To the Researcher
The study will contribute more to researchers’ knowledge and improve his scope on the subject matter through findings and sourcing for information.

3.	To the Market
It will be a great value for the public as a whole in encouraging and educating them on various activities of the industry.
a. The study will also enhance the knowledge of the public or society on the use and the model of using a product.
b. It will also be useful to inform the public about different entrepreneurial marketing place and it provides information about marketing strategy (price change, product improvement).

4.	To the Academic
The study will enable students to continuous programmes of entrepreneurial marketing that would strengthen their ability in meeting changing market demands. It also provides such a way little resources that are available will be sufficiently enough to carry out marketing activities.


5.	To the Government
There is no doubt national income of Nigeria government depends on the total monetary volume of the total value of product produce in a year. Therefore effective management of entrepreneurial marketing increases the productivity of an industry by positively increasing the country’s income. It also provides some social responsibility to the society company and reduce the stress from the government.
 
1.7	Scope of the Study 
In measuring the coverage of this study in relating to scope, the following shall be clarified and understanding.
a. [bookmark: page4]Time scope: The time scope covers by the research work is period of 2019-2020. All data collected has within the period and any information from the internet or text book etc.

b. Geography scope: The geographical scope is limited to the activities in Ilorin west local government, Kwara State in Central Nigeria, it had a population of 777, 667 making it the 6th largest city in Nigeria by population. It co-ordinate 80 36N 4033E. The primary ethnic group of Kwara State is Yoruba with significant Nupe, Bariba and Fulani minorities.

c. Industrial scope: The Industrial scope of this study is Heritage Table Water. This study focuses on production company, this is because appropriate brand positioning will help the company to perform effectively and efficiently.

d. Conceptual scope: The conceptual scope includes marketing strategies, distribution, distribution strategies, concept of selling, organizational performance etc. The study also contains other prerequisite literatures which are useful and essential for the research study.

1.8 	Limitations and Constraints to the Study
Against the backdrop, however the researcher as anticipated would be constrained by a number of limited factors such as:
a. Finance: The researcher, encounter financial difficulties which was as a result of economy depression that the country is experiencing currently. Thus, the researcher was able to finance the research work successful as a result of support from mother and relatives.
b. Time factor: The time involved in gathering this document and completion is another problem encountered. The researcher has a very short period to collect, compile and collate the result and at the same time attend classes, do assignment, test and other things. Therefore the researcher was able to manage the time and other effectively by attending lecture from Monday to Thursday and limiting the research to Friday only.

c. Attitude of the respondent: The principal limitation in this study is in the aspect of data collection. This is because the party executive members are reluctant in giving the necessary information because they felt information may be revealed to their (opposing competitor) this problem was the bud through regular and constant assurance that all information supplied shall be treated as confidential as possible. I also proved my studentship by collecting letter of information from school and presenting my school identification card.



1.9	Definition of Terms
Brand and Branding: Branding is the process of creating and disseminating the brand name. Brands are usually protected from use by others by securing a trade mark or service mark from an authorized agency.
Positioning: Positioning is the act of designing, establishing the company’s offer and image and communicating the products’ key distinctive benefits in the market so that it occupies a distinct and valued place in the minds of the target customers (Kotler & Keller, 2009). Positioning indicates how the business aspires to be perceived by the stakeholders in relation with the competition and the marketplace (Aaker & McLoughlin, 2007).
Brand Positioning: Brand positioning refers to the place that a brand occupies in the minds of the customers and how it is distinguished from the product of the competitors.
Promotion: In marketing, promotion refers to any type of marketing communication used to inform or persuade targeted audiences of the relative merits of a product, service, brand or issue. It refers to the publicizing of a product, organization, or venture so as to increase sales or public awareness.
Organization Performance: Organizational performance comprises the actual output or results of an organization as measured against its intended outputs.
Marketing Strategy: A marketing strategy refers to a business’s overall game plan for reaching prospective consumers and turning them into customers of the products or services the business provides. Marketing strategy is a long-term, forward looking approach overarching plan with the fundamental goal of achieving a sustainable competitive advantage.






CHAPTER TWO
LITERATURE REVIEW

2.1	Introduction
The previous chapter addressed issues relating to the background of the study, problem statement, research objectives and research questions, significance of the study, scope and limitations of the study. This chapter deals with review of literatures and empirical work on the brand positioning of the sales performance of table water. Also, the chapter look into several theories on marketing strategy. The chapter commences with definition of key constructs. 

2.2	Conceptual Review
2.2.1	The Concept of Marketing
Different definitions have been proffered. David (1993) fells that marketing entails the development of the managerial skill in identifying and defining the customers the organization should seek to safety. Knowing all that can reasonably be learnt about the potential customers. Using this knowledge to mobilize ads deploy organizations resources to satisfy its needs at a profit. In the dictionary, Marketing is defined as the theory and practice of large of large scale selling. Drucker one of the leading management theorist defines marketing as the aim to know and understand the customer so well, that the product or services fits him and sell itself. Kotler (1986) defined marketing as human activities directed so satisfying needs and want through exchange process, to enrich this definition we will explain the following terms. Needs, wants, demand, product exchange transaction and market. A human need is a state of feet deprivation in a person according the Kotler (1986). He also described human as the form of human needs that takes as shapes by culture and individual personality. He also defined demand as when people’s wants are backed by purchasing power. Kotler (1993) defined products as anything that can be offered to someone satisfy or need or work. He defined exchange as the act of obtaining in return until he emphasized that transaction consist of a trade between two parties. While he finally defined a market that particular need or want who might be willing and able to exchange to satisfy that need or want. Ekenyong (1993) feels that modern marketing is concerned with identifying marketing of satisfying consumer needs through the mobilization and coordination of company resource and the resource and the organization against an appropriate financial yard stick
	Also that a company which hope market successful products has to be concerned about the development of a well fashioned marketing management straggly, the company will be concerned with relating the profitability of the business to its markets. From Kotler defined marketing management which described as the process of planning and executing the conception, pricing, promotion and distribution of ideas, good and services to create exchange that satisfy individuals and organizational objectives, we can deduce that the concern of the producer or company in management its marketing activities is how to analysis plan or branding to implement and control programme designed to create, build and maintain beneficial exchange and relationships with markets which it has targeted or identified for the purpose of achieving organizational objectives. 

2.2.2 	Marketing Strategy 
Marketing strategy is the marketing logic by which the business until. No meaning to achieve its marketing objectives, marketing strategy consists principally of the organization marketing expenditures, marketing mix and marketing allocations in relations to the expected environment and competitive conditions. The marketing strategies have three steps:
1.	Marketing opportunity analysis
2. 	Target market selection
3. 	Marketing strategy selection
1.	Marketing Opportunity Analysis: This involves as assessment of the extent to which the environment and the organization current marketing strategies fit with each other and how change in the environment are likely to offer new branding and marketing. This requires therefore an assessment of the organization interaction with its operating and general environment  and the strategies evaluation of strength weakness branding and marketing as they effect the marketing process.
A project risk return analysis of the expected return analysis of the expected return of the current strategies should be done at this stage
2.	Target Market Selection: At this stage firm is necessary as every market contains many more customer groups and customer needs that any firm can normally serve. Such calls for market into segmentation that differentiate their needs buying responses location, socio economic group or some other important variable, all through the basic for market segmentation.

2.2.3	Concept of Positioning
Different scholars defined positioning in different ways. A “position” is a set of buyers at whom the product is primarily aimed (Cronshaw et al., 1990); the place a product occupies in a given market (Ansari et al., 1994); and is the combination of choice of target market and competitive advantage (Hooley et al. , 2001). Positioning is the act of designing, establishing the company’s offer and image and communicating the products’ key distinctive benefits in the market so that it occupies a distinct and valued place in the minds of the target customers (Kotler & Keller, 2009). Positioning indicates how the business aspires to be perceived by the stakeholders in relation with the competition and the marketplace (Aaker & McLoughlin, 2007). Cravens & Piercy (2009) mentioned that positioning is deciding the desired perception/ association of an organization/ brand by customers of the target market segment and developing the marketing program with a view to meet (or exceed) the needs and requirements of the customers of that marketplace. The objective of positioning is to locate the brand/product in the consumers’ minds so that organization can secure maximize potential benefits (Kotler & Keller, 2009). Marketer formulates different value propositions for positioning different brands for different market segments. For example, Chevrolet positioned its Cobalt automobile with its sporty styling, minimal rear seat, and small trunk to young singles; it positions its Impala, a much larger vehicle, at the family car buyer needing a roomier vehicle (Schiffman & Kanuk, 2010).

2.2.4	Marketing Mix
Marketing refers to searching for the most appropriate market and the sections that the organization can be more effective and useful and fulfil the needs of people. In other words, marketing is the conscious attempt to allocate resources and establish allocation in the market (Rousta et al., 2004). The concept of marketing mix was first proposed by Neil Borden in 1949. However, the most common variables in marketing mix (product, price, distribution and promotion) were introduced by Mccarthy and were known as 4Ps. Until now, there has been no considerable change in the concept of marketing mix and in many researches, 4P is still the coordination concept that other aspects of marketing are organized around it. The most common definition of marketing mix in target market is to offer the proper product at a reasonable price in the proper place and time. To put it another way, marketing decision variables in different models of marketing mix provide a framework through which the business develop plans for its marketing activities (Khodadad Hosseini & Rezvani, 2009). Marketing mix indicates the fundamental activities of marketing managers. After selecting a target market, the marketing managers must develop a systematic plan for selling to customers and establishing long-term and loyal relationships. Marketing plan includes decisions on product, price, promotion and distribution. These are the most important parts that marketing managers must allocate company resources to them to achieve the objectives of sale and profitability (Garavand, Nourayi, & Saee Arasi, 2010).




2.3	Branding and Brand
Branding and brand positioning are philosophically rooted in product design, which is the process of thinking about how to give birth to something people would require, desire, accept, and be committed to - a product. Designing a product is both cognitive and specific. Cognitive: at the level of deep mental imaginations, conception, vague visual thinking and, hypothetical planning. Specific: when all the mental troubles are beginning to transform, emerge and manifest, through psychomotor effects into tangible, physical product. The design of a product consists of all its ingredient compounds, shape, style, coloration, and packaging among other elements. Essentially, cognitive product thinking addresses the generic issues about the product. A generic product is one with universal or general description that can provide solution to a common human problem. Examples of generic products are motorcars, houses, meat, food, company, ministry, government, town, village, city, state, and every such thing with a common name. They remain so generic until they are selected, treated, differentiated and presented to attract a user group, who now pay for all the efforts, to derive their own pleasure and satisfaction. This process of turning a generic product into a specific one gives birth to the idea of owning a brand and/or branding.
Branding is also a way to build an importance asset, which is a good reputation. Whether a company has no reputation or a less than steller reputation, branding can help build an expectation about the company service or product, and can encourage the company to maintain that expectation, or exceed them, bring better products and service to the market place (Robin 1992).
Branding is an important part of internet commerce as branding allows companies to build their reputation as well as expand beyond the original product and service and add to the revenue generated by the original brand. When working on branding or building a brand, companies that are using web pages and search engine optimization have a few details to work out before being able to build a successful brand. Coordination of a domain name and brand names lends identification to the idea or image of a specific product or service which in turn lets visitor easily discovery the new brand.
Branding is when the idea or image is marketed so that it is recognizable by more and more people, and identified with a certain service or product when there are many other companies offering the same service or product. Advertising professionals work on branding not only to build brand recognition, but also to build good reputation and a set of standards to which the company should strive to maintain or surpass. Brand is a product, service, or concept that is publicly distinguished from other product, services or concept so that it can be easily communicated and usually marketed. A brand name is the name of the distinctive product, service or concept.
	Branding is the process of creating and disseminating the brand name. Brands are usually protected from use by others by securing a trade mark or service mark from an authorized agency. Usually a government agency before applying for a trademark or service mark, you need to establish that someone else hasn’t already obtained one for your name. Although you can do the searching yourself, it is common to hire a law firm that specialization in doing trademark searches and managing the application process, which in the United States, takes about a years. Once you are learned that no one else is using it, you can begin to use your brand name as a trademark simply by stating appears it is a trade mark (using the “TM” where it must appears in a publication or website). After you receive the trademark you can use the registered (?) symbol after your trademark.
Brands are often expressed in the farm of Lagos, graphic representations of the brand in computers, a recent example of wide spread branch application was the “intel inside” label provided to manufacturers that use intels microchips.
	A company brand and the public awareness of them is often used as a factor in evaluation a company, corporation sometimes hire market research firm to study public recognition of brand names as well as attitudes towards the brands. The intangible sum of a product attributes: its name packaging and price, its history, its reputation and the way it’s advertising.
A brand is a source of a promise to its customers it promise relevant differential benefit. It does so not only to place itself into the purchase consideration set, but even more importantly to be the brand chosen from the purchase consideration set. This is also sometimes referred to as the brand unique value proposition. Whether is called a unique value proposition or promise of relevant differentiated benefits, it is very important that the promise or proposition be delivered consistently at each point of customer contact, time after time. While brand identify and advertising campaigns are important, they are only effective to the extent that they reinforce an underlying promise that is compelling to the brand’s target customers. 

2.3.1	Branding the Product 
A product is said to be branded when it has been extracted from generic group and processed into its specific form. The branding process consists of selecting one name, (either in one word or combination of two or more words - Pepsi, panadol Extra, Guinness Extra Smooth etc. - to describe its specificity to the market it is meant to serve) color, size, package, style, among others. This process is carried out bearing in mind some basic principles, including the ability to recall or remember, pronounce with ease, recognize or identify, and differentiate – with the sole aim of customizing (Edema, 2013) or getting the user/customer friendly, loyal and committed to the brand. 
2.3.2	The Brand 
A brand is an entity with uniquely differentiated identity, separating it from another notwithstanding any similarities. It is a term, symbol, design, or combination of these which identifies the goods or services of one seller or group of sellers and differentiates them from those of other sellers (Cannon,1980). Although, a brand may be passed-off upon (Adesanya and Oloyede, 1972) when it is imitated, its uniqueness remains. Again, the identity of a brand lives with its symbol, graphics, content composition, name, and prestige, which commands the brand’s personality, giving it the desired positioning. 

2.4	Brand Positioning 
Brand positioning plays a vital role in keeping a brand on track towards its destination. A brand becomes positioned when it is recognized by buyers and users in the marketplace. The basic goal is to achieve brand image (Belch and Belch, 2001). This means that the brand is enjoying vantage status with customers/users remembering it, remaining loyal to it, addicted to it, and continuously patronizing it. Positioning is a systematic process or set of strategic steps adopted by marketers to conspicuously attract attention, catch and seize the eyes, and implant the brand in the minds of buyers and users. This process in itself is a concoction (Edema, 2012) or a mix of flavorings to woo customers. There are many brand positioning strategies, which include the following few:
i. Positioning by price: Here, there are two price offer types – low and high. Using the low price option, the seller offers and emphasizes reduced price opportunities, and expects customers to take advantage of it. Such pricing strategies may include penetration pricing, buy-three-for-the-price-of-two, cash and trade discounts, and seasonal or festive price cut. Conversely, a seller may opt for high price offer in which case, he strategically selects the crème of the market, targeting only the consumer or customer groups with the economic power or financial ability to afford the product. Tactically, this approach seeks largely the high income consumer bracket and / or those who are quick to associate with, or demonstrate ambition for, status or ego. This pricing technique describes recuperation and skimming the market. 
ii. 	Positioning by quality: This serves as both inward and outward marketing strategy. The inward view of this strategy demonstrates the degree of technological inputs the producer claims to have infused into the brand to make it available for, and presumes such to be satisfactory to customers. This is a clear demonstration of product orientation, flagging the producer’s erroneous attitude that the product can sell itself because it’s of a high quality. On the other hand, the outward emphasis of quality describes the positive psychological, psychical, or emotional dispositions of consumers towards a brand and become proud of using the brand. In the final analysis, what makes a quality brand is measured by both the core and aesthetic functions of the product, and judgment in this direction is most measurable by consumers’ pool. 
iii. 	Positioning by quantity: A brand positioned by quantity is one, which the producer lay emphasis either on its numeral or weight strength, compared to others of its type. For instance, if the standard packet of cube sugar is 120 pieces, and a particular producer attaches an extra pack of 30 pieces of sugar to the standard packet, this can be vehemently emphasized to attract buyers to the special offer.
iv.	Positioning by sizes: A brand can be said to be positioned by sizes when it offers various packages by kilograms and packs, which priced differently in order to either attract various consumer income groups or provide consumers with the psychology of scheduling their purchase and use of the product from-time to-time. 
v. 	Positioning by strong corporate name: A particular brand may be positioned in the market when the name of a renowned, very popular organization is emphasized as the carrier of that brand. This situation may be experienced when there is a takeover, merger, or joint venture (co-branding) among other reasons. For instance, Goldberg beer brand, which used to be housed by Sona Breweries, is positioned in Nigerian market with the name of Nigerian Breweries Plc. “From the stable of its former brewer, Sona breweries, Goldberg was crawling in terms of patronage until NB (Nigerian Breweries) took it over and gave it a facelift that is making it a sought-after brand by its lovers, particularly in the western region of Nigeria, with pockets of presence in Lagos and some states” (Ekwujuru, 2012). 
vi. 	Positioning by color and graphics: A brand is conspicuously positioned by color and graphics when it is given visual visibility using different captivating colors, alphabets or letters, pictograms, designs and styles to attract customers. Example of such brands includes Blue Band Margarine, Milo, Burnvita. 
vii. 	Positioning by events: A brand can often times be positioned by events when the brand is used as sponsorship platform, seizing the opportunity to colorize (and even colonize) an event programs, venue and sometimes, the personalities or ushers with the brand’s color and graphics. This exercise is very common and most people using it describe it erroneously as branding? This thinking or strategy calls for much re-examination by practitioners and academicians in the fields of advertising, marketing and public relations with arising questions: is it the sponsor brand that the concept “branding” in this instance, is referring to? Is it the event? Doesn’t the event have a brand or a primary description before the decision to colorize it with a manufacturer’s product/ corporate brand?
viii. 	Positioning by personality / celebrity: A brand can be positioned by personality or celebrity when a famous or very popular and cherished person or group is associated with presentation and/or consumption of the brand. 
ix. 	Positioning by visibility: A brand can be positioned visibly when it is often made available demonstrably with all its paraphernalia at shelves, exhibitions, fairs, personality programs, talk shows, dances, bazaars, etc.

2.5	Importance of Brand Positioning
Market positioning sets the competitive positioning for the product and creates a detailed marketing mix. The outcome of positioning is the creation of an effective value proposition which is customer-oriented (Kotler & Keller, 2009). Positioning of a brand/product helps to differentiate it from its competitors on the basis of important attributes to the customers of the target marketplace and develops a distinctive identity for the product/brand in the minds of the customers (Ansari et. al., 1994); creates a unique perception in buyers’ minds of the target market segment (Cravens & Piercy, 2009).
An effective brand positioning is helpful to guide marketing strategy by clarifying the brand’s essence, what goals it helps the consumer achieve, and how it does so in a unique way (Kotler & Keller, 2009). Positioning is an important source of competitive advantage and acts as a support for competitive advantage. (Cronshaw et al., 1990). Positioning strategy which includes product strategy, distribution strategy, pricing strategy, advertising and sales promotion strategy, sales force strategy, direct marketing strategy, and the Internet strategy points out how (and why) the product mix, line, or brand is to be positioned in the target market segment and hence effective targeting and positioning of the firm’s products are core dimensions of market-driven strategy and hence are essential in gaining and sustaining superior performance (Cravens & Piercy, 2009).

2.6	Positioning a Brand in the Marketplace
During 1950s marketing concepts challenged the old concepts and was focused to create and market products as per customers’ needs and wants. During the 1960s and 1970s, as most of all major industries were over communicated with plenty of existing brands in each product category, which were serving same customers’ wants. Availability of high volume of existing products/brands and their advertising activities created the marketplace as noisy and as leading brands had already made up customer’s mind and hence traditional approach of advertising of new brands were unable to create a space in the market by changing the minds of the prospects. Advertising became ineffective to persuade customer by highlighting product features or customers’ benefit due to customers changing habit towards a satisfactory brand instead of best one for any product category in the already mature and complex and hence chaotic marketplace (Trout & Ries, 1972) and hence Trout & Ries (1972) emphasized on positioning approach which focused on competitors instead of needs and requirements of the customers. 
Trout & Ries (1972) introduced new marketing philosophy under which, organization should conduct their marketing activities. They redefined the marketing concept by focusing on industry competitors instead of traditional focus on customers. By analyzing and giving a lot of real evidence from the different industrial sectors they suggested that the companies should follow positioning concept for their orientation towards the chaotic marketplace. They focused mainly on competitors as a way to position the products or brands. Whereas Aaker and Shansby (1982) suggested that the competition is a reference point for positioning. Despite on focusing only on competitors as suggested by Trout & Ries (1972), they highlighted six strategies of positioning as- positioning by attribute, positioning by price/quality, positioning by use/application, positioning by product user/class of users, positioning by product class association and positioning by competitors. Aaker and Shansby (1982) also emphasized on identifying competitors where competitors might be primary competitors and secondary competitors (e.g. For Tab, all products in diet cola category are primary competitors and other colas and all soft drinks are secondary competitors). They also suggested identifying competitors by association of products with product situation (e.g. other beverages regarded as appropriate for snack products might be the competitors of Tab). Sujan & Betman (1989) also suggested identifying the competitive brands before going to positioning the brands. 
Shostack (1987) suggested that service firms should position their products based on structural complementarity, structural diversity, and overall development direction. He used two variables to describe service processes. The variables are: complexity (the steps and sequences that constitute the processes) and divergence (executional latitude or variability of those steps and sequences).
Shostack (1987) suggested four strategic directions to differentiate a service process which are reducing divergence (e.g. legal firms for specific service), increasing divergence (e.g. H&R Block), reducing complexity (e.g. retailer selling ice cream only), and increasing complexity (barbering, supermarkets). Whereas Sujan & Betman (1989), with the help of Schema plus tag model and Sub-typing model suggested that presence of customers’ perception about strong discrepancy helps to position a brand in a niche market segment whereas presence of customers’ perception about moderate discrepancy helps to differentiate a brand and depends on brand attributes, brand evaluations and market and category perceptions. Kotler (1996) emphasized on differentiation for positioning and highlighted some tools for competitive differentiation like product differentiation (e.g. features, performance quality, conformance quality, durability, reliability, repairability, style, design etc.); service differentiation (e.g. delivery, installation, customer training, consulting service, repair etc.); personnel differentiation (e.g. competence, courtesy, credibility, reliability, responsiveness, communication); Image differentiation (e.g. symbol, atmosphere, events etc.). Kotler (1996) suggested that firm should bring competitive difference in a way so that it is important, distinctive, superior, communicable, preemptive, affordable and profitable. Kotler (1996) also suggested different ways of positioning a product as- attribute positioning, benefit positioning, use/application, user positioning, competitor positioning, product category positioning, quality/price positioning. Firms should define and communicate the similarities and differences between brands for positioning a brand and to take a decision regarding positioning firm requires determining a frame of reference by identifying the target market and the competition and identifying the ideal points-of-parity (category points-of-parity which are essential but not sufficient associations and competitive points-of-parity which are associations that negate competitors’ points-of-difference) and points-of-difference (e.g. Apple for Design; Lexus for quality; Nike for performance) brand associations (Kotler & Keller, 2009).

2.7	Organizational Performance
Several researchers have varying views of performance and it continues to be a controversial topic among researchers. According to Javier (2002), performance is synonymous to the popular 3Es (economy, efficiency and effectiveness) of any activity or program. Daft (2000) however in his definition stated that organizational performance is the ability of the organization to use its resources effectively and efficiently in order to attain its goals. Richardo (2001) also defined organizational performance as a company’s ability to achieve its objectives and goals. Several definitions have been propounded for organizational performance and this also brings about conceptual problem.
According to Hefferman and Flood (2000), the term organizational performance, as a concept in modern management has suffered from problems associated with clarifying its concepts in a number of areas. One was with the issue of its definition whiles the others was the issue of its measurement.
Performance was sometimes substituted for productivity. However Ricardo (2001) mentioned that there was a variation between productivity and performance. He said that productivity was a ratio representing the amount of work done in a given time frame.
Performance is a broader indicator which includes productivity and quality, consistency and other factors. In oriented evaluation results, productivity procedures were generally considered. Ricardo (2001) said that the results- oriented behavior (based on criteria) and relative (normative) measures, concepts and instruments, education and training, management development and leadership training are needed skills and attitudes for building performance management. Therefore from the above, performance must be defined in a broader view to include economy, effectiveness, quality, efficiency, consistency behavior and normative measures (Ricardo, 2001).

2.8	Influence of Brand name on Consumer Choice
Zhou, Arnold, Pereira, and Yu (2010) Summed up, both theoretically and empirically, the similarities and changes in customer culture and the related similarities and changes in decision-making styles among beach and inside customers. Dealers should be known the changes and similarities in customer culture and buying styles. In the coastal bazaar, dealers should struggle to create a solid brand image, which seems to be central to coastal customers buying skill. The coastal customers are extra brand sensible and brand reliable show the importance of branding in this local bazaar .To build solid brand uniqueness in the mind of the customer. Dealers using novel, fashionable, recreational, and pleasure-seeking appeals are more respected in coastal customers than inside customer‟s .And there are no change among the two groups in customers‟ needs to have first-class goods. Companies should struggle to achieve high class, and transfer this to the customer efficiently in both marketplaces
According to Khasawneh and Hasouneh (2010) Customers recognize the reputation of brand while in their buying decisions and customers „demographic features have no significant relation and influence on brand awareness. People favor the branded goods with upper prices because they study that branded goods have more value than local goods. Nepalia (2011) Summed up that to accomplish the brand means to apply marketing tackles for particular goods. If brand will be managed effectively product value and brand loyalty will also be enhanced in customers mind. Dealers consider a brand as an assurance with customers that product feature will be similar in upcoming and due to this assurance sales increase. Tam (2007) Said that brand use as valuable asset and attractive trick to capture consumers for specific goods. Customer behavior can be inspected on the base of brand consciousness, relationship and loyalty. 
Chinese persons have adverse behavior for their own made brands while in UK brand development is better than China. Female customers‟ purchasing behavior is extremely and clearly affects by branding position, behavior toward a brand, Self- Thoughts and with others‟ ideas. People are now more aware and involved in branded fashion clothing. Many features have significant impact on female buying behavior. Furthermore Doostar, Akhlagh, and abadi (2012) Said that brand is important tool that helps out to corporations to receive a competitive advantage. Brand strength is multidimensional structure with customer opinion. Brand assets with distinguish quality and rate of dairy goods have a progressive and direct link with customer purchasing behavior. 
According to Doostar1, Abadi, and Abadi (2012) brand fairness has a positive impact on buying decisions, customers Feel by heights of brand equity for the first time after use and then tend to make buying decisions, they use brands that is slightly aware with its name and express value that this worth has made for them. Dimensions of brand fairness have a positive impact on buying choices. Malik, Ghafoor, Iqbal, and Ali (2013) Mentioned that Brand image has solid progressive control on Customer purchasing behavior as it‟s an implied method that can modify people‟s purchasing behaviors positively and youngsters in Gujranwala are becoming more attentive for brand-named goods to show off their character sign. If persons will be well conscious about the brand and they have decent brand view, reliability and association then routinely brand image will be extra and stronger in their minds and that brand will develop the part of their purchasing behavior. 
Advertisement is a large promotion weapon to attract your consumers and to stay in consumer‟s mind. Ayanwale, Alimi, and MatthewAyanbimipe (2005) Described that when there is number of rivals and customers have changed brand selections producers wants to understand the features that can advantage the attraction of purchasers. Man and woman both similarly influenced by promotion for brand selections. Television ads are most favorite by individuals. Firms should give proper care for publicity their goods to enhance their market portion.

2.9	Factors that Influence Organizational Performance
Organizational performance, according to Cho and Dansereau (2010), refers to the performance of a company as compared to its goals and objectives. In addition, Tomal and Jones (2015) define organizational performance as the actual results or output of an organization as measured against that organization’s intended outputs.
The success of an organization depends on the competency of its leaders and the organizational culture those leaders create. The beliefs and values of an organization’s leaders will always influence its performance (Soebbing et al., 2015). Ssekakubo et al. (2014) studied leadership competencies and its effects on organizational performance and noted that leadership competencies can improve employee performance; this improvement is evinced by enhanced organizational performance. Asree et al. (2010) stated that vision, integrity, openness, dedication, and creativity among leaders ensure that all employees succeed and that organizations perform better.
Numerous organizational and behavioral research studies have examined links between employee and organizational performance, leading to various definitions of the two concepts. For instance, Price (2001) defined employee performance as the effective orientation of an employee in regard to his or her work. Additionally, Sempane et al.(2002) considered employee performance to constitute an individual’s overall perception and evaluation of the work environment, and it may also be viewed as a positive emotional status that develops from an individual’s job appraisal and job experiences (Islam and Siengthai, 2009) Research has also focused on the subject of employee satisfaction and organizational performance. In this regard, there is general consensus that the attainment of organizational productivity and efficiency depends on the satisfaction of employees and holistic sensitivity to both their socioemotional and physiological needs (Schneider et al., 2003). From these studies, we deduce that organizations seeking to improve organizational performance must address employee satisfaction, which in turn helps to stimulate better employee performance, thus improving overall organizational performance. Conversely, dissatisfied employees are more likely to experience negative effects on their mental health status and job performance, thus leading to a decline in organizational productivity and performance (Judge et al., 2001).

2.10	Brand Loyalty
Brand Loyalty Operations of loyalty lie in how much consumer actually consumes the goods or services of brand we measure it by measuring consumer purchasing frequency (Lin et al., 2000; Veloutosou et al., 2004). It determines the level of utilization of goods and services from particular/specific retail location or seller (Driver, 1996; East et al., 1995). Atilgan et al. (2005), cited that “Brand loyalty is one of the core components of brand equity and also positively and directly affects brand equity”. Under the influence of brand loyalty, consumers continue to buy the brand, regardless of the superior features, prices and convenience owned by its competitors (Aaker, 1991). It is important to treat the customer with respect in order to keep them loyal (Aaker, 1991). Due to the values obtained from brand loyalty, many firms would devise different strategies to maintain and enhance the loyalty from customers. There are several ways to evaluate Brand Loyalty i.e., how much brand is familiar among consumers (Dick et al., 1996; Feltham, 1998), using the brand and level of positive experience and convenience (Rowley, 2007), social cost, self-concept and brand image (Abendroth, 2001; Auty, 2001), satisfaction and perceived value (Baltas, 1997; Wood, 2004). Severi et al. (2013) opined that, one of the most essential topics in marketing management is the subject of brand equity. 
Initially brand equity was recognized by Farquhar (1989, p. 24), he stated that brand equity brought added value to the product. Brand equity is often created by products or services that bring value directly or indirectly. Brand equity is a set of brand assets and liabilities linked to a brand, its name and symbol that add to or subtract from the value provided by a product or service to a firm and/ or to that firm’s customers. One of the first definitions of brand equity is presented by Srinivasan (1979) who points to the role of “brandspecific effect”. According to the author, this effect explains part of consumers’ overall preference for a brand that could not be justified by its objectively measured attributes. Aaker (1991) refers to brand equity as “a set of brand assets and liabilities linked to a brand, its name and symbol, that add to or subtract from the value provided by a product or service to a firm and/ or to that firm’s customers” (p. 15). The content and meaning of brand equity have been debated in a number of different ways and for a number of different purposes, but so far no common viewpoint has emerged (Vazquez et al., 2002; Keller, 2003). Developing and building brand equity is gaining significant attention among the academicians and practitioners (Chahal et al., 2010). Initially brand equity was recognized by Farquhar (1989, p. 24), he stated that brand equity brought added value to the product. Brand equity is often created by products or services that bring value directly or indirectly (Kapferer, 2005; Keller, 2003). 
Brand equity can be defined as “the marketing and financial values linked with a brand’s strength in the market, including actual proprietary brand assets, brand name awareness, brand loyalty, perceived brand quality, and brand associations” (Pride & Ferrell, 2003, p. 299). According to Lassar, Mittal, & Arun (1995), the existing extent literature has evaluated the brand equity from two different point of view; financial perspective and customer perspective. Financial perspective is usually referred to the company’s brand value. While, the customer perspective appraises brand equity based on the customers’ perceived brand value from the anchor of marketing decision making (Kim, Kim, & An, 2003). 

2.11	Theoretical Review
2.11.1	Theory of Brand personality
Brand personality is a symbolic and emotional (non-product-related) attribute (Keller, 1993), defined by Aaker (1997) as a set of human characteristics assigned to a brand. This definition has been perceived as a loose statement; it is too general and includes demographic and personality traits; therefore, it affects the construct validity (Azoulay & Kapferer, 2003; Bosnjak, Bochmann, & Hufschmidt, 2007; Geuens, Weijters, & De Wulf, 2009). Therefore, this research adopts the definition by Geuens et al. (2009) that specifies the personality traits descriptive of a brand. Practitioners perceive brand personality as an efficient differentiating tool that can enhance consumer preferences (Aaker, 1997; Heding, Knudtzen, & Bjerre, 2009). Brand personality appeal acts as an emphasis to salient brand attributes, and is used as a heuristic, self-expressive cue by consumers (Wang & Yang, 2008). It is an important component in the brand identity prism (Kapferer, 2008), which presents a non-verbal cue that triggers consumer experiential responses (Brakus et al., 2009). The personality characteristics of and sensory impressions about the brand stored by consumers affect their experiences (Sung & Kim, 2010) and emotional responses (Aaker, 1997; Biel, 1992; Phau & Lau, 2000). Brand personality provides the consumer with better comprehension about the brand image because it is transformed into an experiential manifestation (Clatworthy, 2012). Therefore, brand personality can affect consumer attitudes (Folse, Netemeyer, & Burton, 2012), brand affect (Sung & Kim, 2010), brand preferences and create long-term behavioural responses such as loyalty (Folse et al., 2012).

2.11.2	Theory of Appearance
Appearance is a nonproduct-related attribute (Keller, 1993); it is hedonic (Chitturi, Raghunathan, & Mahajan, 2008; Lee, Ha, & Widdows, 2011) or symbolic (Creusen & Schoormans, 2005). Value is derived from consumer beliefs on the brand’s aesthetic appeal. This reflects the beauty of the brand design and sensory attributes (Reimann et al., 2010; Sheng & Teo, 2012; Veryzer, 1993). Brand appearance is a source of pleasure (Decker & Trusov, 2010; Petruzzellis, 2010; Schoenfelder & Harris, 2004; Veryzer & Hutchinson, 1998) and a significant differentiating attribute that enhances consumer preferences (Reimann et al., 2010). Consumer senses are enhanced by the brand design qualities, such as colour, shape, and proportions; thus, creating positive feelings (Hulten, 2011; Lee et al., 2011; Schmitt, 1999). The aesthetic aspects are considered among the brand stimuli that sustain consumers’ experience of the brand (Brakus et al., 2009; Holbrook & Hirschman, 1982). The brand aesthetic enhances consumer senses (Hulten, 2011; Schmitt, 1999), and affects their experiential responses (Gentile et al., 2007). In this respect, Pine and Gilmore (1998) suggest that the most powerful themes that create and deliver memorable experiences are those related to consumer senses. Research findings support the notion that the consumer’s perception of the brand appearance or aesthetic is associated with his/her experiences (Sheng & Teo, 2012).

2.11.3	Theory of Price
Price as an extrinsic cue is encoded by the consumer to constitute an important component of monetary value perception (Zeithaml, 1988). It is an important factor in brand purchase and consumer choice (Erdem, Swait, & Valenzuela, 2006). The economist’s assumption of rationality conceives price as an aspect of consumer rationality (McFadden, 1999). However, irrational consumers seeking hedonic brand benefits also perceive brand price as an important factor in brand choice (Lee, 2009; Park, Kim, Funches, & Foxx, 2012). Although Petruzzellis (2010) verified that rational consumers who focus on tangible brand attributes assign greater importance to price than irrational consumers, price remains an important positive or negative cue in consumer behaviour (Lichtenstein, Ridgway, & Netemeyer, 1993). The role of price as an independent factor on consumer brand preferences has been demonstrated (Alamro & Rowley, 2011; Petruzzellis, 2010; Schoenfelder & Harris, 2004). In experiential marketing, price is the cost of delivered experiences and the consumer’s perceptions of price fairness, which contribute to his/her experience (Brakus et al., 2009). Pine and Gilmore (1998) presume that the product price contributes to the creation of consumer experience. The authors suggest that the consumer price experience can be considered as a progression of the economic value (Pine & Gilmore, 1998; Schmitt, 1999), or that the traditional mix of price and quality goes beyond money (Mathwick, Malhotra, & Rigdon, 2001). Consumers may be willing to pay a premium for the brand experience, but not its cost (Pine & Gilmore, 1998; Verhoef et al., 2009). Empirically, the price of service positively affects the consumer experience in hospitality marketing (Ismail, 2010). Moreover, Verhoef et al. (2009) consider price as an important stimulus of consumer experience in a retailing context.

2.11.4	Theory of Self-congruity
Self-congruity refers to the degree of congruence between the brand image and the consumer’s image (Sirgy, Lee, Johar, & Tidwell, 2008). Therefore, the self-congruity reflects the degree of match (Sirgy, 1982; Sirgy et al., 1997). By referring to the self-congruity theory, it proposes that consumer behaviour is affected by the degree to which he/she perceives that his/her self-concept matches the product-user image (Sirgy et al., 1997). It reflects a brand’s symbolic benefits that affect consumer preferences, purchase intentions and loyalty (Belk, 1988; Grimm, 2005; Kressmann et al., 2006; Sirgy et al., 1997). Accordingly, consumer preference for a brand increases with higher congruence between his/her self-image and brand-user image (Sirgy et al., 1997). Research findings demonstrate that self-congruity is an important driver of consumer brand preferences (Jamal & Al-Marri, 2007; Jamal & Goode, 2001; Kressmann et al., 2006).

2.12	Empirical Review
Alfred JM Edema and Ezute, Ifeakachukwu Fortune (2014). Branding and Brand Positioning: A Conceptual Conflict Perspective in Product and Corporate Strategies. This paper criticizes the abuse of branding and provides simplified, logical sequential process to the appreciation of the development of branding as well as how it should be applied as a strategic tool in business. The study was based on relevant literature, observations and interviews. The major finding is that effort made at ‘positioning’ and / or ‘repositioning’ a brand, has most times been misconstrued as branding. For instance, the sponsorship, colorization and colonization of an event using a brand and / or corporate identity, is not in itself branding, but positioning or repositioning. The recommendation is that scholars and practitioners should carefully study the root of a concept from which other business tactics are derived before applying it to particular situations, the failure of which further wrongly educate fresh learners and give more credibility to and even stronger acceptance of the concept, by the general business world.
Partha Prasad Chowdhury (2013). Key strategies and issues of positioning: A review of past studies. This study tries to fill in this gap by highlighting the key positioning strategies along with some guidelines for the marketers for formulating effective positioning of their brand in the market. A good number of prior research studies on market positioning of brand/product between the years 1958 to 2010 are reviewed with a view to prepare this study. Though the study of positioning reveals that firms use different positioning concepts but most studies highlighted the use of product attributes, product categories and competitors as main ways for positioning. This study is based upon the previous studies which are mainly based on the Western context and hence findings may not be directly generalized everywhere and concludes with suggestions for further research. This literature review integrates the findings of the prior studies and focuses on highlighting key positioning strategies along with some key points that need to remember during positioning and suggests marketing practitioners some guidelines to develop effective positioning strategies for achieving sustainable competitive advantage.
Karolina and Andrea (2012) the strategic importance of brand positioning in the place brand concept: elements, structure and application capabilities. The concept of place brand building and managing is largely discussed in literature on the subject and more and more frequently put into practice. The key element which determines effective implementation thereof is to define brand positioning. This is because brand positioning determines the framework of visual and communication-related execution. What is more, it also determines future brand development as brand positioning is the basis for gaining competitive advantage, especially in the context of global changes.
Anne Maarit Jalkala and Joona Kera¨nen (2013) Brand positioning strategies for industrial firms providing customer solutions. The study aims to examine the possible brand positioning strategies for industrial firms providing customer solutions. Design/methodology/approach – The empirical part of the study consists of a multiple case study, involving four industrial firms providing customer solutions. Primary data was gathered by semi-structured interviews from a total of 22 business managers from the case companies. The study identifies four possible brand position strategies for industrial firms providing customer solutions: customer value diagnostic, global solution integrator, high quality sub-systems provider, and long-term service partner. The identified strategies highlight the tendency of solution suppliers to position their brands around different capabilities that are needed at different phases of the solution delivery process. The study was conducted from the industrial supplier’s perspective and is context-bound to companies operating in solution-oriented process and information technology industries. Managers need to identify the capabilities that are central to delivering customer value and acquire and/or develop capability configurations that differentiate their brand positioning from competitors. Existing literature on branding lacks understanding about the specific characteristics of building brands in solution-oriented B2B contexts. The study identifies four brand positioning strategies that illuminate the special characteristics of branding customer solutions.
Mita Sujan and James R. Bettma (1989). Results of four studies demonstrate that perceptions of how different a brand is from other brands in the product category affect perceptions of the brand's position within the category. Specifically, perceptions that a brand is strongly discrepant result in a subtyped (or niche) position, whereas perceptions that a brand is moderately discrepant result in a differentiated position within the general category. Perceptions of discrepancy are affected both by the extent of discrepancy on an attribute and whether the discrepant information is concentrated in a single ad for the brand or dispersed across multiple ads for the product. The effects associated with a subtyped position, in comparison with a differentiated position, are identified (study 1) and are found to increase with time (study 2). The subtyped versus differentiated distinction for a strongly versus moderately discrepant brand is validated with a sorting task (study 3). This distinction is shown to hold in the context of multiple discrepant brands that differ in their extent of discrepancy (study 4). Implications of the findings for a theoretical understanding of subtyping versus differentiation and for the application of positioning strategies in the marketplace are discussed.









CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Introduction
Research methodology is a plan or strategy for conducting a research. It is the process followed by the researcher to arrive at a dependable solution to the problem. This forms the framework of any research work. It involves methodology selected for the study, types of data, sources of data, instrument of data collection, population, sample size and the method the researcher intends to use in analyzing the data and relevant facts obtained.
The research methodology serves as a pilot compass in guiding the researcher throughout in the process of the research and it is usually determined by the nature of the research.

3.2	Research Design                            
Research design is the specification of procedure of collecting and analyzing the data necessary to help solve the problem of hand, such that the different between the course of obtaining various levels of accuracy and the expected value of information associated with each of the accuracy is unmaximized. Vincent, (2006) defines research design as the plan, structure and strategy of investigating, conceived so as to obtain answer to research questions and to control variables
	Research design is broadly classified as explanatory descriptive and casual. The exploratory research as the name suggests to concern with identifying the real nature of problem perhaps formulating relevant analysis and hypothesis for later test. 





3.3	Population 
In a general sense, population is regarded to be the groups of people living in a particular territory. The term population in a research work is used to cover all members or elements that define a group. Asika (1991) defines a population as all conceivable elements, subjects or observations relating to a particular phenomenon of interests to a researcher.
Ezejule and Ogwo (1990) defines a population of study as that group usually of people or things, set of individuals, objects of measurements about whom you want to be able to draw conclusion. The study population here comprises of 200 selected distributors, consumers and staffs of Heritage Table Water. 
	
3.4 	Sampling Technique
Sampling is concerned with the selection of a subset of individuals from within a statistical population to estimate characteristics of the whole population (Tashakkori Teddlie, 2003). Convenience sampling technique was used in selecting the sample of customers. This type of nonprobability sampling involves the sample being drawn from that part of the population which is close to hand (Tashakkori & Teddlie, 2003). That is, a population is selected because it is readily available and convenient.

3.5	Sample Size
[bookmark: page94]In many instances, researchers are not under compulsion to investigate the whole elements in a research universe. This happens in researches that involve large number of people, objects or events. In a case where the population is not too much, a census may be conducted. This means interviewing or surveying the opinions of all the members of the group. But where the number involved is large, a certain portion of the population is selected for closer investigation. This chosen portion is called the sample. The choice of research sample size is another important aspect of the research process. One basic fact is that the sample size must be adequate. In determining the number of respondents to include in the study, the Taro Yamane’s equation was used. (Yamane, 1967) as shown below:

n =	    N
1+N(e)2  

Where 
N = is the population (400)
1 = is the constant
e = is the degree of error expected (0.05)
n = is the sample size (?)
n = 400
     (1+400(0.05)2)
n = 400
     (1+400 (0.0025)
n = 400
       1+1
n = 400
       2

n = 200
Therefore, the calculated sample size is 200 customers which were randomly selected to get the relevant information for the study.




3.6	Sources of Data Collection
Matlhus (1998) in his report presents the result of a review of published and fugitive public opinion literature addressing the provision of public benefits in the united state.
	We search widely for materials in research reports survey instrument data archives and scholarly books and journals.
Research focused on contemporary finding that helped describe the existing relationship between the governed and the government and the public views on social programs and views entitlements in the post “Big government” era following the systematic retrenchment of now deal programs in the 1980s and the passenger of the personal responsibility and work opportunity reconciliation act of 1996.
	While the report concentrates on this contemporary period, the research was expansive, taking a look back at the development of public opinion and the political culture surrounding the social contract within the last 50 years.
Researcher identified a broad range of public opinion services from academic public interest and advocacy group foundation and mass media. Over review focused in how public opinion shapes natural values and inform s policies governing employment health, education, family, security, opportunity, the government and immigration, among other areas. Data form a secondary sources is any data which has been collected by another researcher, whether it is a group of people or just one person.
	After that you need to use a certain instrument to collect the data from the selected sample.






3.7	Method of Data Collection
	There are primary methods of data collection available to any researcher. This includes the enquiry method and the observation method for the purpose of this research work, enquiry method of data collection will be used via.
PERSONAL INTERVIEW:-It is a procedure whereby the enquirer is physical present to interrogate the respondent.
OBSERVATION:- The researcher gathered data from the field by personally observation of the situation or process as they occur. The benefit of observation should not be based on a single visit, rather more observational visits should be made in order to enable researcher to gather reliable and sufficient data.
QUESTIONNAIRE:-This is a method thereby lists of questions were distributed to the respondent to answer and return. The total number of people that a researcher direct his/her questionnaire to referred to as population of the study.

3.8   	Method of Data Analysis 
	The Statistical Package for Social Sciences (SPSS) and STATA were the statistical tool used in analyzing primary data gathered from the field. Based on the finding of the research work the collected data will be represented in tubular form collected form in the next chapter for each understanding, the collected data will be analyzed and presented using description method and simple percentage the belief behind using this is to ensure effective and easy analysis of the research work.

3.9	Reliability and Validity
The variables in the questionnaire was tested using the Cronbach’s Alpha for reliability. In analyzing data collected from the respondents on the topic under discussion, the researcher test internal consistency among the variables used for the study. This is to enable the study to be reliable hence the use of cronbach alpha. Devellis (2003) believed that the cronbach alpha coefficient should be above 0.7. Cronbach alpha values above 0.7 are acceptable and values that are above 0.8 are preferable.

3.10	Organizational Profile
Heritage Water is located in, Ilorin East, Kwara. Our company is mainly into Manufacturers, Manufacturing, Provision Stores and offering Sachet and Table Water. Formerly known as the emory WILSON Co., Heritage Water Systems principals have over 50 years of experience designing and supplying high quality equipment geared to protecting our water resources.  Covering; North Carolina, South Carolina and Virginia we have helped both large cities and small towns with water and wastewater handling challenges.  We are able to help municipalities with applications including: Wastewater pumping stations; water tank mixing systems; wastewater process mixing, wetwell grease control systems; Coating systems for concrete and metal facilities; Headworks equipment; Sludge pumping, and other needs.














CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS AND DISCUSSION OF FINDINGS
4.1	Introduction
This chapter presents the analyses and discussions of the field data emanating from the study in order to effectively determine the effect of brand positioning on organizational performance. The analyses focused particularly on branding strategies employed by manufacturing industries, customers view on branding in the manufacturing sector and the effect of positioning on organizational performance. The results of the analyses was presented using mean, frequency table and chi-square.

4.2	Presentation of Data
The data presentation and analysis is divided into two section A & B the questionnaire entails the personal data of the respondents while the section B entail the questions to relating to branding and marketing of pure water in Ilorin township.

Section A
Table 4.1: Sex Distribution 
	Alternation
	No of Respondents
	Percentage 

	Male
	120
	60%

	Female
	80
	40%

	Total
	200
	100%


Source: field survey 2025

From the above table it shows that 60% of the respondents are male while 40% are female


Table 4.2: Age Distribution 
	Alternation
	No of Respondents
	Percentage 

	20 – 30
	55
	32.5%

	31 – 40
	50
	25%

	41 – 50
	35
	17.5%

	51 – 60
	28
	14%

	61 – above
	22
	11%

	Total
	200
	100%


Source: field survey 2025

From the above table it shows that 32.5% of the respondents fall between the age of 20 – 30, 25% falls between 31 – 40, 17.5% falls between 61 and above.

Table 4.3: Education Distribution 
	Alternation
	No of Respondents
	Percentage 

	School Cert
	85
	42.5%

	OND / NCE
	60
	30%

	HND / B.SC
	25
	12.5%

	Other qualification
	30
	15%

	Total
	200
	100%


Source: field survey 2025

From the above table it shows that 42.5% of the respondents has school art, as their qualification, 30% are OND / NCE holders, 12.5%  are HND / B.SC holders while 15% of the respondents are other qualification holders.



Table 4.4: Marital Status 
	Alternation
	No of Respondents
	Percentage 

	Single
	95
	47.5%

	Married
	65
	32.5%

	Divorce
	40
	20%

	Total
	200
	100%


Source: field survey 2025

From the single, 32.5% are married (while 20% of the respondents are divorced).

Table 4.5: Occupation Respondents
	Alternation
	No of Respondents
	Percentage 

	Student
	85
	42.5%

	Civil servant
	60
	30%

	Farmers
	25
	12.5%

	Business men / women
	30
	15%

	Total
	200
	100%


Source: field survey 2025

From the above table it shows that 42.5% of the respondents are students 30% are civil servant, 12.5% are farmer while 15% of the respondents are business men and women.









Section B
Table 4.6: Branding Does Influence the Choice of Pure Water Consumer in the Market
	Alternation
	No of Respondents
	Percentage 

	Agreed
	80
	40%

	Strongly agreed
	75
	37.5%

	Disagreed
	30
	15%

	Strongly agreed
	15
	7.5%

	Total
	200
	100%


Source: Field survey 2025

From the above table it shows that 40% of the respondents agreed that branding does influence the choice of pure water consumption in the market, 37.5% of the respondent strongly agreed, 15% disagreed while 7.5% of the respondents choose strongly disagreed.

Table 4.7: Effective Branding does Influence the Sales of Pure Water in Ilorin Metropolis  
	Alternation
	No of Respondents
	Percentage 

	Agreed
	95
	47.5%

	Strongly agreed
	65
	32.5%

	Disagreed
	25
	32.5%%

	Strongly agreed
	15
	7.5%

	Total
	200
	100%


Source: field survey 2025

From the above table it shows that 47.5% of the respondents agreed that effective branding does influence the sales of pure water 32.5% of the respondents strongly, 12.5% disagreed while 7.5% disagreed strongly.


Table 4.8: Branding of Pure Water have Impacts on Sales Maximization of the Enterprises 
	Alternation
	No of Respondents
	Percentage 

	Agreed
	90
	45%

	Strongly agreed
	70
	35%

	Disagreed
	27
	13.5%

	Strongly agreed
	13
	6.5%

	Total
	200
	100%


Source: field survey 2025
	
From the above table it shows that 45% of the respondents agreed that branding  of pure water have impacts on sales maximization of the enterprise 35% of the respondent strongly agreed, 13.5% disagreed while 6.5% disagreed strongly. 

Table 4.9: Effective Marketing of Pure Water Helps he Enterprise to Identify the Consumer of its Product
	Alternation
	No of Respondents
	Percentage 

	Agreed
	97
	48.5%

	Strongly agreed
	73
	36.5%

	Disagreed
	17
	8.5%

	Strongly agreed
	13
	6.5%

	Total
	200
	100%


Source: field survey 2025

From the above table it shows that 48.5% of the respondents agreed that effective marketing of pure water help the enterprises to identify the consumer of its product, 36.5% of the respondent strongly agreed, 8.5% disagreed while 6.5% strongly disagreed. 

Table 4.10: Branding Serves as a Way of Communication between the Enterprise and its Consumer
	Alternation
	No of Respondents
	Percentage 

	Agreed
	98
	49%

	Strongly agreed
	65
	32.5%

	Disagreed
	30
	15%

	Strongly agreed
	7
	3.5%

	Total
	200
	100%


Source: field survey 2025

From the above table, it shows that 49% of the respondents agreed that branding serve as a way of communication between the enterprise and its consumer 32.5% of the respondent strongly agreed, 15% disagreed while 3.5% of the respondents choose strongly disagreed.

Table 4.11: Branding Serve As A Promotional Tool For Marketing Of Pure Water
	Alternation
	No of Respondents
	Percentage 

	Agreed
	85
	4.25%

	Strongly agreed
	70
	35%

	Disagreed
	30
	15%

	Strongly agreed
	15
	7.5%

	Total
	200
	100%


Source: field survey 2025

From the above table it shows that 42.5% of the respondents agreed that branding serve as a promotional tool for marketing of pure water 35% of the respondent strongly agreed, 15% disagreed while 7.5% disagreed strongly. 

4.3	Hypothesis Testing
In this section, the hypothesis formulated to guide this study will be tested. To test this hypothesis, the chi-square statistical method was informed by the fact that the formulated hypothesis involved the personal view and assessment of the respondents
The test was based 1% and 5% level of significance, this means that there are about 1 or 5 out of 100, the test would be rejected when it should be accepted and we have about 95% confidence that right decision has been taken former.


Where oi = observed frequency
	Ei = expected frequency  
Decision Rule: The decision rule states that if the calculated value of X2 is greater than the table value, then the study will accept the formulated hypothesis which is the alternate hypothesis and reject the null hypothesis, while if the table value is more than X2 then we accept the null hypothesis and reject the alternate (Lucey,1996)

Ho: 	Brand name does not influence the consumers’ choice of a product in the market.
	Alterative
	Observed Frequency
θ
	Expected Frequency
Σ
	θ -  Σ
	(θ -  Σ)2
	(θ -  Σ)2
ei

	Agreed
	20
	50
	-30
	900
	18

	Strongly agreed
	15
	50
	-30
	1225
	24.5

	Disagreed
	65
	50
	15
	225
	4.5

	Strongly disagreed
	100
	50
	50
	2500
	50

	Total
	200
	200
	
	
	97


Calculate value x2 = 97
Critical value x2= 7.815
Degree of freedom = 3
Decision: We decide that we reject Ho and accept Hi since the calculated value of x2 is greater than the critical value
Conclusion: Brand name does influence consumers’ choice of a product in the market.
a 	= 0.5% = 0.05
Cr 	= 7.815

Ho: 	Branding does not influence the organizational performance.
	Alterative
	Observed Frequency
θ
	Expected Frequency
Σ
	θ -  Σ
	(θ -  Σ)2
	(θ -  Σ)2
ei

	Agreed
	20
	50
	-30
	900
	18

	Strongly agreed
	15
	50
	-30
	1225
	24.5

	Disagreed
	65
	50
	15
	225
	4.5

	Strongly disagreed
	100
	50
	50
	2500
	50

	Total
	200
	200
	
	
	97



Calculate value x2 = 97
Critical value x2= 7.815
Degree of freedom = 3



Decision: We decide that we reject Ho and accept Hi since the calculated value of x2 is greater than the critical value
Conclusion: Branding does influence organizational performance.
a 	= 0.5% = 0.05
Cr 	= 7.815

4.4	Discussion of Findings
From the analysis carried out on the data collected and personal interview, it was discovered that brand positioning increases profitability of business organization. Other findings of the study include the following:
· The organization view brandings of its products as essential.
· The company’s branding objectives is for satisfaction of consumers
· The company distributive network system is excellent
· The company relationship as it affects the consumers satisfaction is excellent
· The company’s distributor receive their products mainly by road
· Consumers are attracted to the company’s product because of its brand name
· Distributors receive their order from the company few days of placements











CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1	Introduction
The summary of the research work based on major findings of the study in relation to the study’s objectives is presented in this chapter. Conclusions was drawn from questionnaire administered, interview conducted on the study related materials and material on brand positioning and its effect on organizational performance in enhancing profitability and returns on investment.

5.2	Summary of Findings
This research project has continuously tried to emphasize the fundamental essence of enhancing profitability through brand positioning among manufacturing companies in Nigeria. In the course of this study, Heritage Table Water was adopted as the case study with the aim of trying to analyze its brand positioning in enhancing profit and increase in sales. The study findings clearly indicates that positioning of Heritage Table Water is one of the determinants of its sales and continuous increase in return on investment and among the company’s product like Visleri Water, Ayobas Water, Dekuul Water etc.
In chapter one, the research topic was thoroughly introduced giving an insight into the nature of the study. Chapter two contains reviewed literature and text written by scholars and researchers relating to the study. The historical background of Heritage Table Water in Ilorin. Chapter three focused on research methodology where the research design which involves research for solution to problem through planned and systematic approach was discussed. For this work, the exploration and descriptive research design were used also primary sources of data which involves the use of firsthand information and secondary sources which uses information that already exist were used to source for information. The research instruments used for data collection was personal interview and the administration of questionnaire. The sample size used for the work was 200. Finally, the percentages and Chi- Square was used in analyzing and presentation of data
Chapter four presented the data collected from the administered questionnaire which were then interpreted and analyzed using the percentage and Chi- Square method. After the interpretation and analysis, the alternate hypothesis was accepted while the null hypothesis was rejected since the value which is 97 is larger than the table value.

5.3	Conclusion 
From the research, it is evident that Heritage Table Water have been able to position their brand well in a way that will improve their organizational performance like some other manufacturing companies in Ilorin that deals with tangible products. 
Heritage Table Water has been able to retain and motivate its channel members thereby increasing the market position of the organization. The company management has been able to improve its knowledge of the needs of its consumers and fine turning its strategies to quickly adjust to changes in the environment. To a large extent the company has been in a fairly good position to withstand the threats of competitors within the industry like Visleri Table Water, Dekuul Water, HI-Metit Water just to mention a few.
Consumers are important to marketers and they should be given easy access to the product. The consumer need to be satisfied and since they are the major determinant of the organization performance they need the marketer of the product to endeavour to know what their consumers need before they produce their products and also making available necessary channels of distribution  so as to reach necessary segment of the community. 





5.4	Recommendation
	The findings of this research will make marketers of Heritage Table Water pure water to improve on the threats they received from their competitors.
The company has relied heavily on pricing to sell its products although the product branding is very high and it is approved by the consumer the company should air at getting possible solution another marketer that came on their way and the company should make the product available in those areas mentioned  earlier so as to have more profitable sales and so that the product can be strategically available all over the market so that the product can be well placed in the mind of the potential consumer in those area where the product is not yet available.
	This will generate good will for the company and product branding will gain more recognition when it easily available to consumer that need the product in all the parts mentioned earlier 
As subsequent rise in price of this product may lead to market. This was confirmed by the finding of this research may of those who are sampled said that they would switch brand. The operators must intensify the use of sales promotion as consumers have shown great interest and are highly influenced by sales promotion activities. This will lure the heart of the consumer to buying the product.
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APPENDIX

Department of Marketing
Institute of Finance and Management Studies
Kwara State Polytechnic

QUESTIONNAIRE TO TELECOM CONSUMERS
This survey is purposely designed to collect data for the Impact of Brand Positioning on the Performance of Table Water in Ilorin. Information provided is purely for academic purposes and would not be published in any form without your consent.

Section A: Demographics
1.	How old are you? 18 – 25 [    ]   26 – 30 [   ]   31 – 35 [    ]   36 – 40 [    ]  41 – 50 [    ]
2.	Gender Status.  Male [    ]    Female [    ]
3.	Marital Status. Married [    ]   Single [    ] 
4.	Educational Status. [   ] Secondary/ Technical [   ] Tertiary [   ] Masters [   ]
5.	Occupation. Student [    ]     Civil Servant [    ]     Farmer [    ]   Business man [    ]

SECTION B: IMPACT OF BRANDING ON PERFORMANCE
Indicate on the scale of one (1) to five (5), where; 1= Undecided, 2=Disagree, 3= Strongly Disagree, 4= Agree and 5= Strongly Agree, the extent to which you are aware of the following sales promotion strategies in the Telecom Industry.









	STRATEGIES

	Neutral
	Disagree
	Strongly Disagree
	Agree
	Strongly Agree

	Branding Does Influence the Choice of Pure Water Consumer in the Market		
	
	
	
	
	

	Effective Branding does Influence the Sales of Pure Water in Ilorin Metropolis

	
	
	
	
	

	Branding of Pure Water have Impacts on Sales Maximization of the Enterprises 	
	
	
	
	
	

	Effective Marketing of Pure Water Helps he Enterprise to Identify the Consumer of its Product
	
	
	
	
	

	Branding Serves as a Way of Communication between the Enterprise and its Consumer
	
	
	
	
	

	Branding Serve as a Promotional Tool for Marketing of Pure Water
	
	
	
	
	




[bookmark: _GoBack]
oleObject1.bin

image1.wmf
å

-

=

i

i

e

e

Oi

X

2

2

)

(


